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Abstract

Brand authenticity (BA) refers to the degree to which consumers perceive that a brand is faithful
and true to consumers and itself, and helps consumers express their true selves. BA has positive
effects on behavior and psychology of consumers, but few researches explore it from the perspec-
tive of individual mind. Current research sorted out the concept, measurement and research me-
thod of BA in the perspective of psychology, and further explored the psychological mechanism of
the impact of BA on consumer behavior and psychology. Future research should be directed to-
wards following aspects: 1) To undertake more empirical studies particularly experimental stu-
dies; 2) To explore the relationship between the subjective and objective variables; 3) To shift re-
search perspective to human instead of marketing for improving people’s lives; 4) To follow the
trend of system of public psychological services.
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1. 818

BEE MUt R RE, R M TRy LA B R, 0 L SR IR SR o 1 AT
B %A 2 —(Kovacs, Carroll, & Lehman, 2013). ff B SEPEM 7 DA 2 BIL 2. 422, HIRE.
ORI 2 O, WSS O K BRI . 2557 5, Ak A AR 48 (Beverland, 2006;
Beverland, Lindgreen, & Vink, 2008; Liao & Ma, 2009; Newman & Dhar, 2014) . & i 3 Szt i 52 2100 7
EF MR 0 S S M B TR SR B V) AE 9K (Ilicic & Webster, 2016; Morhart, Malar,
Guevremont, Girardin, & Grohmann, 2015). BFFt3 8, B0 n] LAY 2 V8 28 i B0 S 75 Sk (Arnould
& Price, 2000; Beverland, Lindgreen, & Vink, 2008). [FIf, s S 6l 2t & o sk LA N B B3
(52 e (5K fra & 430035, 2018: licic & Webster, 2016). S G, Bk b ok Mot B 2440 A 6 i A (1 45
THIEARNT LA o A SR O B 27 RO AR 0T ot R B SEE PR PN o 00 5 v DA B E e s AT AR B, et
— PR il R S I 9 0 B R AT g 5 T P o BT 1) AR AR K ol R 3 S A o L 255 A 1 AR SR AT
FITIA]
2 BHESH
2.1 mEESMRHENX

i R BL S R FR Y 9 DR i UGV 9 3 A B B SR AN FUSE Y, I HLRRES ST 9 R I
S [ FR1 J&@ 1 (Morhart, Malar, Guévremont, Girardin, & Grohmann, 2015). — &3 i B se v/ A2 M E
SEPE B S AR AR B S = AN

7 0B S R B A il R A R (0 R AR G AE . SRR PR IR 2S5 S BT IR S IR — B (1
5, ke, &FHHr, 2016; Beverland, 2006). Grayson il Martinec (2004)42 H £ SE 9 [ 32k R HEZEIA
Dk B AN B AR E A, A AT 2k W A R B AL LSS A HR U R T
{9 —Fh M IEHT (Napoli, Dickinson, Beverland, & Farrelly, 2014). MM FAEB K, ISR %
I A RN AN AL DR B O o A R T A e R SE M R — B R R, BUSR  RR AT
RRILZ S E AL IE A% OAN DA B W ORFE — B, LV 2 2 86 60 21 it JL 8¢ B2 B S 1) (Fritz, Schoen-
mueller, & Bruhn, 2017). 77E 3 S ALHEN A A AN AR ] 1) 30 SR 861 (Wang, 1999) . 18 938 X0 T i R
FL SR N AN T 2 i ARG B S 1) SR AR A B S B3R, T HAE — M AR ERIC R,
FEVH 2= i A5 A N BB (i FR v S it N RAFRIER R, IR0 B BAE BRI R] (Leigh, Peters,
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& Shelton, 2006). i & 16K FSEHY H FARDK:, ST Un ey 78 5 SE Rt S b AR 56 2 5052 5 B (Morhart, Malar,
Guevremont, Girardin, & Grohmann, 2015).

e UL LR, NZ O S (i 2 ) B M Ve SR (G SR PR, PR S
(R FLSL EFR), 22200 T 0 b S ) SR AR 0 Ml 1) AR O R TR AHSZERT, DA B 27 FO AL A SR AT 5
st L SV AN R S AL B B AR

2.2. mEESMNMRTE

221 EMMRE

BT R ST A M LU T 2, DRI s MR F 0 7 92 7E A Ak LL 5 52 ¥l (Beverland, Lindgreen, &
Vink, 2008; Rose & Wood, 2005). VikiZzeEEERIBT TR —. WABFRHATRIRIELI, HREE
23 VR TR L R AL 13 7 T EL S 1) )& 1k (Beverland & Farrelly, 2010; Liao & Ma, 2009). {1 A%t ii 1432 FITE
N BB SR A H 58 77322 — (Alexander, 2009; Leigh, Peters, & Shelton, 2006). [Flf,
A5 T 7T R FH R 2% B b SR A i B B Sz M F 7 (Athwal & Harris, 2018; Mkono, 2012). #1 Guévremont
(2018)i@ ik X} Three Times a Day B4k bR 26 4 DX AT 30— 4 (A BSSZ AT 21 K R B B) B X 245 B
WRERA, S AR S = A SR GE —— RSS2 I A R R I

2.2.2. B ERMEE

o) 5 0] R A o R L Sz P 1) o8 BT 9 7 v (Allipour & Sabzikaran, 2018; Moulard, Garrity, & Rice,
2015; Sarwar, 2016). i UL SR R0 B2 i T 00 T SR R 4R FE 1 40 R IT Y, Uk BT S &
HA E A B ¢ T (Akbar & Wymer, 2017; llicic & Webster, 2016; Morhart, Malar, Guévremont, Gi-
rardin, & Grohmann, 2015; Napoli, Dickinson, Beverland, & Farrelly, 2014). i@ %} SCHR IR FE, FATRTIX L
THRBAT TR, BARIWGE 1o (500 i )7 V58 o e A B A B SRAR I i W S e e 5 At AR DG AR
BZIAIMKAR, 1 Manthiou 5(2018)R H i) 4 1 2 A 7 4R 1 il B B S0t it R 2 IR 2 o RALLTR)
WER WIS, FBE R, &I, 2018; Schallehn, Burmann, & Riley, 2014).

2.2.3. LWL

SEI6R R R S ST — b B L A 7 5 7% - Guévremont Al Grohmann (2016)iE it 45 28—
REALIZ B R St LR AN 5] T 545 5 (VYA B S 4 B2 110 v 1) A 5 A i L P L S M J R (B S B AN L 5E),
SRAR T it S S ol RS IR AR R, 2 SRR I T B (R S R R B R LS R SR) AN AR (1
XoF i PR R 5 1R B SRR R )X R B S 5 S R TR AR o SEBR R REIR AR R G &R, LA
S T M SRR, AR SR DT RO FE B, 3 F SER R B FUE AR Bk = (Kovacs, Carroll, &
Lehman, 2013).

EVEE R0 “ORAT A7, BENS SEAT AT 5T i R L SEE R R PR, R RIEFLBEE A
BN EER “GHa” , RERFAMMELESENIERENGETRENLR, HRZNHERLR
MR SEEER “Rtta” , WHARREERGE, (HRAE R SCTESUSN S LD, JEH B = B S 2
TS IR H o

3. RMEESHEN
3.1 BMESEHSSE

sl R B SR A B LA 3 R o B FE SR W, R BB S M 5 RS A R FE A 9% (Gilmore & Pine,
2007), ARk % & x4 T 15 4F (Napoli, Dickinson, Beverland, & Farrelly, 2014; Sarwar, 2016; Por-
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tal, Abratt, & Bendixen, 2019) . iXFh {5 AEARBI Ry Sl BT T 7 i 57 & 1) 4 % AR (Beverland, 2006) 7= 5 K]
JRBIA E 488 1 (Gilmore & Pine, 2007). K IEATH 238 & RS RE L3hHl(Beverland & Luxton, 2005). H
SV () i R RE S L1V B B2 B R I i M A B IR A A B, R R 3 S R K5 AT (Portal,
Abratt, & Bendixen, 2019).

Table 1. Scales of brand authenticity
1 MEEIMER

B2R T H %k idic
SRS e
(llicic & Webster, 2016) 21 BRI EACSE
RIS ' e
A 9 BT AR ECRTE
)ﬁ:ﬁ%ﬁifﬂai% — =] J 1 7ok b ] L M S 4
e 6 S R B SR
WHE SR RS ER . P "
(Napoli et al., 2014) 14 SHERE: URURU, FURANER
RN S R St
(Eggers et al., 2013) 10 ZYERT. SRRELRTE. R B R P T
CEFEHIMER 16 =Y. JRES. SR E SRS
(T4, 2015a)
R ANGE A PSR R 15 PUSESE. ELEVE. THEME. IEELMERIRAENE

(Morhart et al, 2015)

B S R

(Bruhn et al,, 2012) 15 VUZEPE: L. M. B ARMERAT S

Ve MRS SR A R

ot R LS B A0 9 B A A TR (O Neeill & Mattila, 2010) . MR 3 SURIRR A, dl i LS ik
Fe PN NNENRIERESS, W o2k HIRIE B IMEL . E & B L, IR — MR A ],
PN FIA % b j, B sd e it A R BA 0 B RN, BEI B O A — R oA, 3R75
R AT AT R ARG o 21 55 (20150) I SEERTF TSR R I, 5275 i R, 23 119 3 S B2 3R (AUl F 7= H R
JRBFEE) T T b R R R

ot BB L SR IS R 1 i Y B 3 7 LK 7R (Choi, Ko, Kim, & Mattila, 2014; Morhart, Malar, Guévremont,
Girardin, & Grohmann, 2015). #h KSRV 9 3 B 345 5 R — Flol 0 5 185 86 R4S (Park, Maclnnis,
Priester, Eisingerich, & Lacobucci, 2010), H## HERAELM AR, TEELKARMAE, SEKSIE
e B B SR I — MO R (R, A, E UK, &TKEHT, 2017). Guévremont #
Grohmann (2016) (B 50 R IAERE 1 2 HE R B0 B IRASFLSEITE B R, 1 2380 T B0 S R (R T AN B8
(0 R AR AR B 5, 70O RS2 PR IR, 1 PO SRR AR E R B SR T, 2l o S ARt 2
R LS

3.2. MEESMESAMEDE

AR LSRR B LA T RO EANE, ARG R . T 2 AN T 9 9
B B SR I V2 ke SR AR P E 921 1 B (Harter, 2002; Wood, Linley, Maltby, Baliousis, & Joseph,
2008). X FyHERUL, X ESEUEER SR BEE AR B AL FE I = X (Beverland & Farrelly, 2010), H5E
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P G R BB A4 3R ZLS I (1 75 SR (Arnould & Price, 2000; Beverland, Lindgreen, & Vink, 2008), i H
B E I SR EAR B E V)5S (Brunell, Kernis, Goldman, Heppner, Davis, Cascio, & Webster, 2010;
Goldman & Kernis, 2002; Kernis & Goldman, 2006), [&]Fsth f& A0 B {5 F 35 B RS i IR 3 (e, 9kadk
B, &WRIN, 2009). bR ECSEPERE SR AL T A, H B S AR AR BB B Ak 2 I R U
(Kates, 2004). Leigh %(2006) /) REEM SR, MG ¥RZE S RN ZE 3 Re 8 8 78 4L B Hh I N BRAS I (G
AR A S S ENR AR ), Py A QR A aRBEAT AR E R IE B A FONF, 3RS 3 RMME .
DRI, it R S AR PR BER 5 0 B A RS B AR AR o
3.3. BMESHSMETR

st BRSOV B AT N A BB R . ARV BT, R SR AN — Tl R E AL SR
R A 5 1 5] /3 (Grayson & Martinec, 2004) . SLSKE 5 M RE B5 LEVH 2 7 AL — MU O S L AT N
(Rose & Wood, 2005), $&F7i 22 0t b = it 1) o &2 8 e 9 HL45 7 R A& 2 £7 (Liao & Ma, 2009). i
FLSREIE BESR i VH B 0 A i W SK B R (R ZE & AN 2T 5 2017 Hlicic & Webster, 2014; Minor &
LeBoeuf, 2012; Napoli, Dickinson, Beverland, & Farrelly, 2014). #40, Alipour A1 Sabzikaran (2018)3@ i X
12 5] it WAL BT e A 0 R SR A0 A A R B, R S SV R A B R A MR ANE, PR SR SR . B4,
FET AR ELNEAERE, 2275 [ il R SRR REA i 91 387 077 b B AN SE e IR (T 1 1 I
&FHOH, 2015)0 PRIk, ity PRSI A VI 2l T 7 it ) R i R o ) S 47 v L A

4. RS XHER WA OIENLE
4.1. BIRREER

H 3K e B2 (Self-Determination Theory, SDT)IANAA H EMEM TR, fREEEMHEMARRE, X
S SRR B8 0 PR R Ao B B P S B2 K] 3% (Decik & Ryan, 2000; Ryan & Deci, 2000). M5 %
FOUH B SEI H IR RE AL AR MR R B TS % shLRMEIA, AR FAES AN, %R AN
O FLSE AL (Kernis & Goldman, 2006). B8 75 SR B SLB 2 7 0B B Ao i H EHEFRR(EA
) BESVRTE R AOCHAME TR SR, HEMAMA A REA A RE (0 R e, 75 DA B gt 2 o R PR V8 A A FH B0
REMERRAS ()0 25, P, &IINIE, 2013). 11 SEPE SRR BRI 45 MRS AL — N R B S A ISR,
Refis 7 Bhil P 8 RO 5 B R ELSE K B 3 (Arnould & Price, 2000; Harter, 2002; Wood, Linley, Maltby, Baliou-
sis, & Joseph, 2008), ¥4 #HE X HLMERFTR, ATUAMBATIAE B SR, EWHARE A O EA 4 fZE
P4 HbR(Liao & Ma, 2009), SEILAMAM B3R E 53K TG, A4 AN 2 5t TS 7=
Hmt & SR OB S HIR, &2 A0 BIESet:, W2 B IR ESEIERT R, AL s B 3k e 1)
H 5o
4.2. TBRERER

Maslow (1943)#2 H T 75 R Z IR KRN BINLFIAT N . fEVIRRK S 21 2402, AR
A2 AR B R O SR, T P — PSR 2 5 R BN R B R T ZE), 22 AR 7 2.

A 5 B LSV i ORI R 2 5 R B R SR, T SR 2 B R S R R R, X
THIRBCRIUT NS A NSRS K AR 2 18 (1% B (Esch, Langner, Schmitt, & Geus, 2006). —7J7
T, AR SR AR OS2 MABOZ B BOR SR, Al TE —M “INIEER” PES, SHEREw
B e I 1 7 B TR (Moulard, Raggio, & Folse, 2016), bl 2% k5 = AR A, 724 A e, a2
B SRR R s 53— 7, I R IO A BRI EL S RS AT, R AR AR RS BE R R I 1 X
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TR RRIAE, KRR ENTRE.

B3R S EAE A 2 DB A T e O —Fh B LI (Guignon, 2004; Gilmore & Pine, 2007),
Zavestoski (2002)4E T~ Wi i 75 3R 2 IR B 1R, BRI B 3R S8 I T B E— 2D A0 43 S R AN B SR (R R
B, N T 2 AN REHS B 2 IR B IR B S, HRAR 20 TR I B SV I 7 S R 2 9 Al
Sk B 3 E sz (Beverland & Farrelly, 2010; Liao & Ma, 2009; Wood, Linley, Maltby, Baliousis, & Joseph,
2008), IXFf [ FR LI (3 L 2 1T A AN A S B BRI R R

4.3, 5K

BETATPLH A, FSSVER) 5 REE 2071 2 8 A1 S WA B i R R R . — S LS i
REME L0 B 1 SR Dh R A (B A0 = 5 (K40 {E (Napoli, Dickinson-Delaporte, & Beverland, 2016). M5
PERGEERE, TP REFZ IS “HH” MR, HREr a7 A 5 TR R A S S A
TEMRZ, (HR MR EEJSEN AT R ETAER, T2 R & S (E EoRET I3, MRS
JRRENS 45 VH B AR IR B B URAE S, 10 XU AhF (Beverland, 2006) B2kt (Wi 4 & 9D 2I 4, 2017)
&, TXUGE BT S AT PR, DRI BRIV AR, R BRSO BRI AY)  E  . NER
PERLRE R, W 90 I AR, AT 75 2 RF IV AR, 75 250 2 1B R EL S 7 3K (Arnould & Price,
2000). sl B L SEPEAETH e 1O B3RS i B SRS OC R, BRI X, 1RSI BB
RSB T S E R RIS FLIEE ) SR A SR AL T S NIRRT B A AR 2R SRR
RE|—H,  FLIC AR SRR I 0 B AR T AR N i 2 RS2 ) el AL AR R RO ER A BE NS I iR
¥ B 3 139 & FZ (Bruhn, Schoenmuller, Schafer, & Heinrich, 2012; Leigh, Peters, & Shelton, 2006), ¥ %% # V¥
T BRI A S, R T HIRTER, RIS B BN, TR 2 (I T A 2
FRANNE S 7= B o

5. BEERKRE

mi LB SR AR 7L O — 8 R 2EA, (FUR O B2 SO B S AL T W SF I B, T ELZE R S 5 iR A
FAA FARAEAE— L5 R XFik,  ARRAFFE AT LU CLR JUA 7 T % 58

B, RS TECSGE . E, AR SRR TR S AT S ST R S I A
KL K@M T ARSI (K &S ING, 2016), 3T IR 5T & L iy 5, M1k 2 A=
WIEM W AR IS, R MRSt 5 A B A B G R . AR MER A8 8 AR K &,
RN A R OARMEA RS, BRI T S S Ve Fe e — 0 (B R R A SN FH o TR A SRR AT 58 ] LA
K SZIG S REFT, 0 R B SeVE AT 9\ (Guévremont & Grohmann, 2016), FH 5 Ak it J7 125k % 52
s L SO Y 0 O B S HAT AR . LR, i R LSV R AT 5T R ) 25 AR B A
R T R B SR T T K 22 5 A AR ke o AR R T R (457 T o R SR SRR E AT IR R
i Eggers, O’Dwyer, Kraus, Vallaster, & Giildenberg, 2013), J&—f M a3 HERIK R, OHEAR
ai WA AR, AREUUETE B OC R AT o BESTICHE S 1 8 R A (R SO B SE I RE T
WOZBUELAE 32 WA RN AR B A RSO (5 1 5, 2017), B SR SRATE 7 RT LA R A e A VY B ) S R AR
T B LRI AT Ay, ANELSE Y BRI B FLSE I H RIS, b S L S0 (00 BE AR A 5T B IR I8 S
FIANMATA .

B, BRI T EREA . SRS R E NI E R R, B OEAI A, MR
EE . OHEFEANRIFERER, ARRFREATIEREER M, mMEENMANRKZEER, #H
NATESCE AN, S AR T B AN A i UG, B R R S MR AN SR Bl S s, EAR, %
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IR € (2017) % 4Bk 44 . I S hE H & M FRITH 238 BOBIE FE R B, oot R B S XV 2 3 R G 8 ) ST AT
NEAIERPIVER . A T A I SR IR e 0% (2 327 238 X 4 0 A oM it A9 D S5 = 1 (5 22 & )
T, 2017)0 V125 ZABAR X AN AR I A2 5 5 B A B S0 S Il RS AR IO T2 3 28R 0

=, BERAL S ORGSR R RIS . SRS D RE T B ROV AR B e A A, B
N 2 T A 2% R i b S R B 52 7 Y (Kaadirov, Varey, & Wooliscroft, 2014) . 44 0 B IR 5514 2 i 1%
2 T N OE RGO IRSS R RO T RO EAERE, Ao LA IR AL E A
[FEER, BB W se s (B /N E&IVEH £, 2018). fh MR ELSEME 5AMAR) F IR R3], RE et
LSz [ IR FIE (Harter, 2002), % £ E 52 H R AT K (Arnould & Price, 2000), A AT @B M. &g it
S0F. MERNRBKRFENCRE, NIRRT E IR R B (/N L &EEL, 2016), AISCHI®
RIS T AR B OB SRR R, TR A O B R AR R . BRI,
R RSV U ELER BRI R, GETEBLSCI A BT, O B KA L2 A BETTRRARE 4 0 BT
P A AN ST AT B S BT 5%

P
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(2, R4 (2016). LB 22, i VA ——JTAR I A LB BB T R SRR ). RS S4B 5 7, 31(10),
1224-1236.

XBEZR, BEe, WINIE(2013). BV IIREN E ANNBMNH. O FFZH#/E, 21(10), 1803-1813.

XUFEDE, TRk, BRIN(2009). ARSI OB AR FEIRVE, O BEE U FE, 17(6), 1302-1308.

EUNRE, ERTEE(2018). AL O BRI R I B AR. O BEFL T, 41(5), 4-8.

T, NI, TE(2017). R I S P Sk 6 I SEAT N I R M NI TS ZEGF A F FHIR( T F A 2 FEEIR), (3),

99-111.
RURWE, AR, FIUMK, SKEHE(2017). MR Bl B R SMRE BRI KRR, L0HF EH R, 258),
1411-1422.

¥ HR(2017). SURILL RO F BB R RN, OERR G, 5(4), 245-256.

B, TSARHE, EHH016). SRR IRV S . AT, (5), 21-31.

WA, R, EHHI(20150). ZF T BT M, WRESESWERN. 77, 26(3), 133-141.

e, TF, EFH, REMR(2015b). 255 BN E SRmT . 285K, 12(9), 1286-1293.

%ﬁ;ﬁijﬂrf:, B4R (2018). AR Mk AL 3B USROG SR S R S R R SR SR TR E . B, 30(3),
TkAE, NE2016). MhREAREIENESIRIT: Wik, i SNE. BUEFSE, 9, 62-72.

KA, BN (2018). WARA B =ABHR S LT, OB AL, 6(6), 321-333.

Akbar, M. M., & Wymer, W. (2017). Refining the Conceptualization of Brand Authenticity. Journal of Brand Management,
24, 14-32. https://doi.org/10.1057/s41262-016-0023-3

Alexander, N. (2009). Brand Authentication: Creating and Maintaining Brand Auras. European Journal of Marketing, 43,
551-562. https://doi.org/10.1108/03090560910935578

Alipour, M., & Sabzikaran, E. (2018). Investigating the Effect of Brand Authenticity on the Importance of Brand and the
Desire to Buy (Case Study: ADIDAS Brand). American Journal of Business, Economics and Management, 6, 1-6.

Arnould, E. J., & Price, L. L. (2000). Authenticating Acts and Authoritative Performances: Questing for Self and Communi-
ty. In S. Ratneswar, D. G. Mick, & C. Huffman (Eds.), the Why of Consumption: Contemporary Perspectives on Consum-
er Motives (pp. 140-163). New York: Routledge.

Athwal, N., & Harris, L. C. (2018). Examining How Brand Authenticity Is Established and Maintained: The Case of the Re-
verso. Journal of Marketing Management, 34, 1-23. https://doi.org/10.1080/0267257X.2018.1447008

Beverland, M. B. (2006). The “Real Thing”: Branding Authenticity in the Luxury Wine Trade. Journal of Business Research,

DOI: 10.12677/ap.2020.102011 89 o3 2


https://doi.org/10.12677/ap.2020.102011
https://doi.org/10.1057/s41262-016-0023-3
https://doi.org/10.1108/03090560910935578
https://doi.org/10.1080/0267257X.2018.1447008

e, B

59, 251-258. https://doi.org/10.1016/j.jbusres.2005.04.007

Beverland, M. B., & Farrelly, F. J. (2010). The Quest for Authenticity in Consumption: Consumers’ Purposive Choice of
Authentic Cues to Shape Experienced Outcomes. Journal of Consumer Research, 36, 838-856.
https://doi.org/10.1086/615047

Beverland, M. B., & Luxton, S. (2005). The Projection of Authenticity: Managing Integrated Marketing Communications
through Strategic Decoupling. Journal of Advertising, 34, 103-116. https://doi.org/10.1080/00913367.2005.10639207

Beverland, M. B., Lindgreen, A., & Vink, M. W. (2008). Projecting Authenticity through Advertising: Consumer Judgments
of Advertisers’ Claims. Journal of Advertising, 37, 5-15. https://doi.org/10.2753/JOA0091-3367370101

Bruhn, M., Schoenmuller, V., Schafer, D., & Heinrich, D. (2012). Brand Authenticity: Towards a Deeper Understanding of
Its Conceptualization and Measurement. Advances in Consumer Research, 40, 567-576.

Brunell, A. B., Kernis, M. H., Goldman, B. M., Heppner, W., Davis, P., Cascio, E. V., & Webster, G. D. (2010). Disposi-
tional Authenticity and Romantic Relationship Functioning. Personality and Individual Differences, 48, 900-905.
https://doi.org/10.1016/j.paid.2010.02.018

Choi, H., Ko, E., Kim, E. Y., & Mattila, P. (2014). The Role of Fashion Brand Authenticity in Product Management: A Ho-
listic Marketing Approach. Journal of Product Innovation Management, 32, 233-242. https://doi.org/10.1111/jpim.12175

Deci, E. L., & Ryan, R. M. (2000). The “What” and “Why” of Goal Pursuits: Human Needs and the Self-Determination of
Behavior. Psychological Inquiry, 11, 227-268. https://doi.org/10.1207/S15327965PL11104_01

Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C., & Giildenberg, S. (2013). The Impact of Brand Authenticity on Brand
Trust and SME Growth: A CEO Perspective. Journal of World Business, 48, 340-348.
https://doi.org/10.1016/j.jwb.2012.07.018

Esch, F. R., Langner, T., Schmitt, B. H., & Geus, P. (2006). Are Brands Forever? How Brand Knowledge and Relationships
Affect Current and Future Purchases. Journal of Product and Brand Management, 15, 98-95.
https://doi.org/10.1108/10610420610658938

Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity in Branding-Exploring Antecedents and Consequences of
Brand Authenticity. European Journal of Marketing, 51, 324-348. https://doi.org/10.1108/EJM-10-2014-0633

Gilmore, J. H., & Pine, J. (2007). Authenticity: What Consumers Really Want. Boston, MA: Harvard Business School Press.

Goldman, B. M., & Kernis, M. H. (2002). The Role of Authenticity in Healthy Psychological Functioning and Subjective
Well-Being. Annals of the American Psychotherapy Association, 5, 18-20.

Grayson, K., & Martinec, R. (2004). Consumer Perceptions of Iconicity and Indexicality and Their Influence on Assessments
of Authentic Market Offerings. Journal of Consumer Research, 31, 296-312. https://doi.org/10.1086/422109

Guevremont, A. (2018). Creating and Interpreting Brand Authenticity: The Case of a Young Brand. Journal of Consumer
Behaviour, 17, 505-518. https://doi.org/10.1002/cb.1735

Guevremont, A., & Grohmann, B. (2016). The Brand Authenticity Effect: Situational and Individual-Level Moderators. Eu-
ropean Journal of Marketing, 50, 602-620. https://doi.org/10.1108/EJM-12-2014-0746

Guignon, C. (2004). On Being Authentic. London: Routledge. https://doi.org/10.4324/9780203646793

Harter, S. (2002). Authenticity. In S. J. Lopez, & C. R. Snyder (Eds.), Handbook of Positive Psychology (pp. 382-394). New
York: Oxford University Press.

llicic, J., & Webster, C. M. (2014). Investigating Consumer-Brand Relational Authenticity. Journal of Brand Management,
21, 342-363. https://doi.org/10.1057/bm.2014.11

llicic, J., & Webster, C. M. (2016). Being True to Oneself: Investigating Celebrity Brand Authenticity. Psychology and
Marketing, 33, 410-420. https://doi.org/10.1002/mar.20887

Kadirov, D., Varey, R. J., & Wooliscroft, B. (2014). Authenticity: A Macro-Marketing Perspective. Journal of Macromar-
keting, 34, 73-79. https://doi.org/10.1177/0276146713505774

Kates, S. M. (2004). The Dynamics of Brand Legitimacy: An Interpretive Study in the Gay Men’s Community. Journal of
Consumer Research, 31, 455-464. https://doi.org/10.1086/422122

Kernis, M. H., & Goldman, B. M. (2006). A Multicomponent Conceptualization of Authenticity: Theory and Research. Ad-
vances in Experimental Social Psychology, 38, 283-357. https://doi.org/10.1016/S0065-2601(06)38006-9

Kovacs, B., Carroll, G. R., & Lehman, D. W. (2013). Authenticity and Consumer Value Ratings: Empirical Tests from the
Restaurant Domain. Organization Science, 25, 458-478. https://doi.org/10.1287/orsc.2013.0843

Leigh, T. W., Peters, C., & Shelton, J. (2006). The Consumer Quest for Authenticity: The Multiplicity of Meanings within
the mg Subculture of Consumption. Journal of the Academy of Marketing Science, 34, 481-493.
https://doi.org/10.1177/0092070306288403

DOI: 10.12677/ap.2020.102011 90 LB A


https://doi.org/10.12677/ap.2020.102011
https://doi.org/10.1016/j.jbusres.2005.04.007
https://doi.org/10.1086/615047
https://doi.org/10.1080/00913367.2005.10639207
https://doi.org/10.2753/JOA0091-3367370101
https://doi.org/10.1016/j.paid.2010.02.018
https://doi.org/10.1111/jpim.12175
https://doi.org/10.1207/S15327965PLI1104_01
https://doi.org/10.1016/j.jwb.2012.07.018
https://doi.org/10.1108/10610420610658938
https://doi.org/10.1108/EJM-10-2014-0633
https://doi.org/10.1086/422109
https://doi.org/10.1002/cb.1735
https://doi.org/10.1108/EJM-12-2014-0746
https://doi.org/10.4324/9780203646793
https://doi.org/10.1057/bm.2014.11
https://doi.org/10.1002/mar.20887
https://doi.org/10.1177/0276146713505774
https://doi.org/10.1086/422122
https://doi.org/10.1016/S0065-2601(06)38006-9
https://doi.org/10.1287/orsc.2013.0843
https://doi.org/10.1177/0092070306288403

e, B

Liao, S., & Ma, Y. Y. (2009). Conceptualizing Consumer Need for Product Authenticity. International Journal of Business
and Information, 4, 89-114.

Manthiou, A., Kang, J., Hyun, S. S., & Fu, X. X. (2018). The Impact of Brand Authenticity on Building Brand Love: An In-
vestigation of Impression in Memory and Lifestyle-Congruence. International Journal of Hospitality Management, 75,
38-47. https://doi.org/10.1016/j.ijhm.2018.03.005

Maslow, A. H. (1943). A Theory of Human Motivation. Psychological Review, 50, 370-396.
https://doi.org/10.1037/h0054346

Minor, M., & LeBoeuf, R. (2012). Keeping It Real: Marketing Implications of Brand Authenticity. Advances in Consumer
Research, 38, 647-648. https://doi.org/10.1037/e620972012-145

Mkono, M. (2012). A Netnographic Examination of Constructive Authenticity in Victoria Falls Tourist (Restaurant) Expe-
riences. International Journal of Hospitality Management, 31, 387-394. https://doi.org/10.1016/j.ijhm.2011.06.013

Morhart, F., Malar, L., Guévremont, A., Girardin, F., & Grohmann, B. (2015). Brand Authenticity: An Integrative Frame-
work and Measurement Scale. Journal of Consumer Psychology, 25, 200-218. https://doi.org/10.1016/j.jcps.2014.11.006
Moulard, J. G., Garrity, C. P., & Rice, D. H. (2015). What Makes a Human Brand Authentic? Identifying the Antecedents of
Celebrity Authenticity. Psychology and Marketing, 32, 173-186. https://doi.org/10.1002/mar.20771

Moulard, J. G., Raggio, R. D., & Folse, J. A. G. (2016). Brand Authenticity: Testing the Antecedents and Outcomes of Brand
Management’s Passion for Its Products. Psychology and Marketing, 33, 421-436. https://doi.org/10.1002/mar.20888

Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring Consumer-Based Brand Authenticity. Jour-
nal of Business Research, 67, 1090-1098. https://doi.org/10.1016/j.jbusres.2013.06.001

Napoli, J., Dickinson-Delaporte, S., & Beverland, M. B. (2016). The Brand Authenticity Continuum: Strategic Approaches
for Building Value. Journal of Marketing Management, 32, 1201-1229. https://doi.org/10.1080/0267257X.2016.1145722

Newman, G. E., & Dhar, R. (2014). Authenticity Is Contagious: Brand Essence and the Original Source of Production.
Journal of Marketing Research, 51, 371-386. https://doi.org/10.1509/jmr.11.0022

O’Neill, J. W., & Mattila, A. S. (2010). Hotel Brand Strategy. Cornell Hospitality Quarterly, 51, 27-34.
https://doi.org/10.1177/1938965509352286

Park, C. W., Maclnnis, D. J., Priester, J., Eisingerich, A. B., & Lacobucci, D. (2010). Brand Attachment and Brand Attitude
Strength: Conceptual and Empirical Differentiation of Two Critical Brand Equity Drivers. Journal of Marketing, 74, 1-17.
https://doi.org/10.1509/jmkg.74.6.1

Portal, S., Abratt, R., & Bendixen, M. (2019). The Role of Brand Authenticity in Developing Brand Trust. Journal of Stra-
tegic Marketing, 27, 714-729. https://doi.org/10.1080/0965254X.2018.1466828

Rose, R. L., & Wood, S. L. (2005). Paradox and the Consumption of Authenticity through Reality Television. Journal of
Consumer Research, 32, 284-296. https://doi.org/10.1086/432238

Ryan, R. M., & Deci, E. L. (2000). Self-Determination Theory and the Facilitation of Intrinsic Motivation, Social Develop-
ment, and Well-Being. American Psychologist, 55, 68-78. https://doi.org/10.1037/0003-066X.55.1.68

Sarwar, H. (2016). Is Brand Authenticity Matters? A Quantitative Study from Pakistan. Archives of Business Research, 4,
230-247.

Schallehn, M., Burmann, C., & Riley, N. (2014). Brand Authenticity: Model Development and Empirical Testing. Journal of
Product and Brand Management, 23, 192-199. https://doi.org/10.1108/JPBM-06-2013-0339

Wang, N. (1999). Rethinking Authenticity in Tourism Experience. Annals of Tourism Research, 26, 349-370.
https://doi.org/10.1016/S0160-7383(98)00103-0

Wood, A. M., Linley, P. A., Maltby, J., Baliousis, M., & Joseph, S. (2008). The Authentic Personality: A Theoretical and
Empirical Conceptualization and the Development of the Authenticity Scale. Journal of Counseling Psychology, 55,
385-399. https://doi.org/10.1037/0022-0167.55.3.385

Zavestoski, S. (2002). The Social-Psychological Bases of Anti-Consumption Attitudes. Psychology and Marketing, 19,
149-165. https://doi.org/10.1002/mar.10007

DOI: 10.12677/ap.2020.102011 91 LB A


https://doi.org/10.12677/ap.2020.102011
https://doi.org/10.1016/j.ijhm.2018.03.005
https://doi.org/10.1037/h0054346
https://doi.org/10.1037/e620972012-145
https://doi.org/10.1016/j.ijhm.2011.06.013
https://doi.org/10.1016/j.jcps.2014.11.006
https://doi.org/10.1002/mar.20771
https://doi.org/10.1002/mar.20888
https://doi.org/10.1016/j.jbusres.2013.06.001
https://doi.org/10.1080/0267257X.2016.1145722
https://doi.org/10.1509/jmr.11.0022
https://doi.org/10.1177/1938965509352286
https://doi.org/10.1509/jmkg.74.6.1
https://doi.org/10.1080/0965254X.2018.1466828
https://doi.org/10.1086/432238
https://doi.org/10.1037/0003-066X.55.1.68
https://doi.org/10.1108/JPBM-06-2013-0339
https://doi.org/10.1016/S0160-7383(98)00103-0
https://doi.org/10.1037/0022-0167.55.3.385
https://doi.org/10.1002/mar.10007

	The Consequence of Brand Authenticity and Its Psychological Mechanism
	Abstract
	Keywords
	品牌真实性的影响及其心理机制
	摘  要
	关键词
	1. 引言
	2. 品牌真实性
	2.1. 品牌真实性的含义
	2.2. 品牌真实性的研究方法
	2.2.1. 定性研究法
	2.2.2. 问卷测量法
	2.2.3. 实验法


	3. 品牌真实性的影响
	3.1. 品牌真实性与个体态度
	3.2. 品牌真实性与个体心理
	3.3. 品牌真实性与个体行为

	4. 品牌真实性对消费影响的心理机制
	4.1. 自我决定理论
	4.2. 需求层次理论
	4.3. 经济权衡

	5. 总结与未来展望
	参考文献

